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MEMO 


Quality is part of our mission 


ON THE COVER 

North Chicago Chain Accounts Man¬ 
ager Sam Karambclas checks special 
features that helped RJR sell Dominick's 
Finer Foods, a major Chicago-area 
supermarket chain, on customized 
package fixtures. A story on how cus¬ 
tom merchandisers are created and how 
they can benefit both the company and 
the customer begins on page 4. 


In an address to managers in the home 
office recently, Jim Johnston, chairman 
and chief executive officer of R.J. Reyn¬ 
olds Tobacco Co., outlined his views on 
how all of us, working together, can build 
the best tobacco company in the business. 

His philosophy about reaching that ob¬ 
jective was summarized in one straightfor¬ 
ward statement: “We work for smokers.” 
Working for smokers is our company’s 
mission, involving everybody in the fac¬ 
tories, offices and field sales. Our mission 
is to produce and distribute the best prod¬ 
ucts in the industry, and to maintain high 
quality throughout the distribution system. 

To a smoker, the quality of a cigarette 
includes the appearance, taste and fresh¬ 
ness of the product. Smokers demand 
consistency in the quality of our products 
and they expect to find it in all stores, 
from the highest-volume supermarket to 
the neighborhood store that sells 50 car¬ 
tons a week. 

You have the greatest impact on 
product quality at retail, where selling, 
display placements, merchandising and 
advertising go hand-in-hand with quality. 

Proper stock rotation is certainly one 
way you can ensure the distribution of 
fresh, top-quality products to the smoker. 
But stock rotation is only part of a formula 
that also includes inventory management 
and a conscious effort to balance inventory 
with sales in retail and wholesale calls. 

The formula includes sizing up a store’s 
merchandising needs and supplying fix¬ 
tures that meet, but don’t exceed, those 
needs. It requires the correct allocation of 
merchandising space to our brands, which 



promotes greater inventory turns and in¬ 
creased movement of product from whole¬ 
sale distributors or chain warehouses. 

“We work for smokers” is a reality that 
is being emphasized throughout the com¬ 
pany. It’s our obligation. If we meet our 
quality obligation to smokers better than 
the competition does, we will earn their 
business. Quality sells. It always has. It 
always will. 

I encourage each of you to keep product 
quality a top priority in your calls. Work 
for smokers by giving them what they 
deserve: consistent high quality. 

AS > 

Yancey W. Ford Jr. 

Executive Vice President, Sales 
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Sales is Camel GT winner 


The “Camel Grand Prix of the Heartland” race In Topeka, Kan., became a volume-winning 
sales opportunity for the Kansas City, Kan., division. Division Manager Ken Hayner 
invited Jim Costello (right, above), president of Fleming Foods, a large Topeka grocery 
wholesaler, to serve as grand marshal of the race. His duties included the traditional 
“Gentlemen, start your engines!” announcement and joining Miss Camel GT, Jean Lyles, 
in presenting trophies to race winners, including Nissan GTP driver Geoff Brabham (left). 
He also got a ride in a Camel GT racer and met Kansas Governor Mike Hayden — all part 
of an unforgettable day at the races, courtesy of KJK sales. 


Spring-load merchandising unit 


Everyone in field sales knows that the 
new-gencration RJR spring-load package 
merchandising system is a real winner. 

Since the system was developed and 
introduced last year, it has helped win 
improved distribution and display of RJR 
products in package outlets from coast 
to coast. It also has won numerous bat¬ 
tles with competitive units, reinforcing 
RJR’s position as the industry leader in 
merchandising. 

Now the excellence of the spring-load 
system has been formally recognized by 
the trade, as well. The system has been 
judged the best new permanent display 
unit in the nation, in the annual merchan¬ 
dising fixture competition sponsored by 
the Point-of-Purchase Advertising insti¬ 
tute (POPAt). 

As a token of the victory, the sales 
department has received a gold “out¬ 
standing merchandising achievement” 
award. The award is often called a POPAI 



The “Indian" award Carson Strickland is 
holding recognizes the leadership of the RJR 
spring-load system. 


“Indian,” since it is a statuette in the 
shape of the wooden Indians that once 


RJR scores 
in magazine 
for employees 

“The message is dear: Convenient 
Food Mart is important to R,J. Reynolds 
Tbbacco Co.” 

Because it never hurts to let an impor¬ 
tant customer know that its business is 
valued, that message was clearly stated in 
those words recently in Convenient Food 
Mart’s employee publication. Cleveland 
Senior Chain Accounts Manager Jim Pis- 
citelli and West Cleveland Division Man¬ 
ager Dave Qualkinbush took advantage of 
the opportunity to contribute an article to 
the publication to tell the RJR story and 
cement relations with the Ohio chain. 

The article reviewed RJR's tradition 
of marketing leadership, from Camel to 
Magna, and noted the importance of con¬ 
venience stores to RJR’s business. 


captures award 

stood in front of all tobacco shops. 

The RJR spring-load package merchan¬ 
dising system has been successful because 
it responds to several important needs at 
the retail level, says Carson Strickland, 
manager - merchandising development. 

“The accessibility and visibility of our 
products has been enhanced for both the 
retailer and the consumer," Strickland 
explains. “The pull-out shelf feature for 
servicing this system also saves labor — a 
very important advantage for the retailer.” 

The modular design of the spring-load 
system permits a wide variety of configu¬ 
rations, to meet almost any retail need, 
Strickland said. "The spring-load unit’s 
profile also is compatible with any retail 
environment, regardless of the location of 
the fixture,” he adds. 

RJR and its fixture suppliers have spent 
years developing the spring-load system 
and refining it to its present level of sophis¬ 
tication and effectiveness, Strickland says. 
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MERCHANDISING 


Custom fixtures forge RJR leadership 

When it comes to creating special mer¬ 
chandising fixtures tn meet the unique 
needs of retailers, nobody docs it better 
than RJR. 

"In merchandising, we do what no one 
else in the industry is able to do, and it 
gives us a competitive edge that helps us 
maintain our position of leadership at re¬ 
tail," says Jim Farmer, national manager - 
merchandising. 

“Fixture customization gives us a tool 
to satisfy the needs of the customer that 
the competition doesn't have," Farmer 
says. “It is part of our concept of a strong 
commitment of service to the retailer. 

"This service cements our relationship 
with a chain and usually results in in¬ 
creased distribution, display, inventory 
and advertising for our products at retail.” 

Chains seek different degrees of cus¬ 
tomization for their fixtures, depending 
on their needs, says Jim Maguire, direc¬ 
tor - merchandising. 

“In some chains, a customized mer¬ 
chandiser may require only a size or 
color change from our standard merchan¬ 
diser configuration," Maguire explains. 

"Other chains want to project a unique 
image of who they are and have a store 
decor that projects a style that is all their Cus,omers kee l ) customized fixtures designed and built just for them, says Jim Maguire. 

own as part of creating their own niche in .... . _ . , 

a very competitive market. Customized jective is staying power. We want to be 

merchandisers are part oi this image. seen as the best at working with the chains 

"Retailers are always looking for more to provide them wdth the colors, logos 

space and better use of space, to market and configurations they want.” 
their products more effectively. They The customization process begins with 

want new, upscale fixtures that wilt get a request from the field, through the ap- 
the customer’s attention and increase propriatc area office, to the merchandis- 
sales, and they want fixtures that contrib- ing department, 
ute to the ‘look’ they want in the store. “In the past, we have customized mer- 

particularly the front end.” chandisers onty if our standard merchan- 

The ability to meet the customer’s per- disers would not meet the chains' needs,” 

ceived need for custom fixtures puts RJR Maguire explains. "Many ofthese specials 

in a favorable position, Maguire adds. have then evolved to national programs. 

We know custom fixtures put us in “Our long-term strategy is to sell cus- 

a better position because once we put tomized merchandising to the top two 

them in, the customer is less likely to to three major chains per region.” 

take them out,” Maguire says. “Our ob- The merchandising department studies 
Custom fixture capability gives RJR a com- each custom proposal and calls in fixture 

petitive edge with retailers, says Jim Farmer. suppliers to submit bids on the project. 
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MERCHANDISING 



RJR became involved in Dominick’s Finer Foods’ new fixture program to update the chain’s 
fronl-end treatment “at the llth hour,” says Wayne Worley. 


Fanner says. The merchandising techni¬ 
cal services staff also may prepare con¬ 
cept plans for the customer to consider, 
he adds. 

A supplier, or suppliers, who can pro¬ 
duce the fixture by the desired time and 
at a reasonable cost is chosen and pre¬ 
pares a prototype unit for the customer's 
approval. Once a design is approved, the 
supplier must arrange for final engineer¬ 
ing, delivery of raw materials, dies, molds 
and other production hardware, so final 
design and construction can begin. 

From prototype approval to produc¬ 
tion, the whole process normally takes 12 
to 16 weeks — longer for a more complex 
fixture, shorter for a simple customizing 
touch such as a color change or logo. 
Farmer explains. Good communication 
and close cooperation among field sales, 
the home office, customers and suppliers 
are essential, he says. 

“We’re like a traffic cop — relaying 
information and checking timing, how 
parts fit together and the special features 
that make each custom fixture unique. 
We’re constantly on the phone or travel¬ 


ing to work with field sales, suppliers 
and customers.” 

The importance of cooperation and 
communication cannot be overempha¬ 
sized, says Wayne Worley, Chicago 
regional manager, citing the recent con¬ 


version of Dominick's Finer Foods to 
custom RJR package fixtures. Domi¬ 
nick’s, one of the largest independent 
supermarket chains in the country, had 
used Philip Morris fixtures for years and 
seemed likely to remain a PM showcase 
when RJR management learned last year 
that the chain was preparing to update its 
front-end treatment — with PM units. 

“We jumped in at the llth hour, and the 
keys were real teamwork by regional, area 
and chain accounts management, and the 
quick reaction and outstanding follow-up 
by the merchandising department,” Worley 
recalls. “When the window of opportuni¬ 
ty opened up, we were able to show the 
customer what we could do, in what 
seemed like an impossibly short time." 

Within a few short weeks, the RJR 
sales team put together a proposal for a 
package fixture to match existing Domi¬ 
nick’s front-end racks — a unique, spring¬ 
load, custom unit that was clearly superior 
to the PM fixture that had been the lead¬ 
ing contender, says Sam Karambelas, 

West Chicago chain accounts manager. 

“It was the greatest moment of my life 
in sales, when I went into the Dominick's 
office and saw that PM's ‘best’ proposal 
was the same as our ‘second-best’ option, 
(continued next page) 



Teamwork of RJR sales managers, Including Worley and Sam Karambelas, was the key to sell¬ 
ing Dominick's on custom fixtures, replacing Philip Morris merchandisers. 
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MERCHANDISING 
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Spring-load feature helped make RJR’s custom merchandiser Dominick's first choice. 


(continued from page 5) 
a combination of custom spring-load and 
existing units," Karambclas recalls with a 
grin. “I realized that PM didn't have any¬ 
thing to match our custom spring-load 
unit — I knew that our best had ’em beat," 

“I think the customer had to be im¬ 
pressed with RJR's ability to respond so 
effectively in such a short period of time," 
Worley says. "We demonstrated that we 
are the leader in meeting the customer's 
merchandising needs — that when it gets 
down to satisfying the retailer, FUR beats 
the competition.” 

“This fixture does two things for us," 
Karambelas says. "It gives us long-term 
leadership in package merchandising in 
(he chain with a third of Chicago’s grocery 
business. And it gives us credibility and 
validity in other areas, as well — such as 
carton merchandising. The success of the 
custom package unit has opened up new 
opportunities for us in the future with 
this important chain." Opportunity is 


knocking elsewhere, too. Karambelas 
notes that the fixture developed for 
Dominick’s already has been adapted 
for use in other stores around the country, 
helping repay the “substantial” initial de¬ 
velopment cost. 

Dominick's is pleased with the fixture 
and with RJR’s performance in develop¬ 
ing the custom unit and installing 1S5 of 
the merchandisers in 85 stores in the first 
quarter of 1989, according to Richard W. 
Simpson, a spokesman for the chain. 

“This is a merchandising tool that 
gives us a way of staying in the forefront 
of new, innovative merchandising tech¬ 
niques into the 1990s," Simpson says. "It 
is an advanced system that allows us to 
serve our eustomers with the best selec¬ 
tion of products and the most effective 
merchandisers possible.” 

Farmer says the success of the Domi¬ 
nick's project shows the importance of 


field input and home-office responsive¬ 
ness. “Follow-through is what it’s all 
about,” he says. “The merchandising 
department's job is to support the field by 
developing both standard and custom fix¬ 
tures that reinforce our leadership in the 
marketplace. 

“Developing custom fixtures is a costly 
and time-consuming process." Farmer 
says. "And we should make every effort 
to meet the retailer’s needs with standard 
programs first. But for the top two or three 
chains in each region, when the desire for 
a custom fixture arises, the field should 
not hesitate to contact us for assistance.” 

Adds Karambelas, “Chains are looking 
more and more closely at their merchan¬ 
dising, and they see custom fixtures as a 
way to get that extra edge they are looking 
for. If we want to maintain our long-term, 
in-store leadership, we need to continue 
to address the specific and unique needs 
of retail, and customization is a capability 
that allows us to do that.” 



Curved front of package fixture matches 
other front-end units that the chain uses. 
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VOLUME WINNERS 


N.Y. stores switching to consolidation units 


The slate of RJR sales is really “up” 
in upstate New York, thanks to the hard 
work, persistence and skill of the success¬ 
ful sellers in the Syracuse and Buffalo 
divisions. 

Division Manager Bruce Cook’s Syra¬ 
cuse sales team has the competition on the 
run as chains and independents all over 
central New York implement consolida¬ 
tion through the new RJR savings center 
contract. Cook and Area Sales Represent¬ 
ative Pete Beard set the pace early, selling 
Big M Supermarkets in Elbridge, N.Y., 
and Jordan, N.Y., RJR Flex units, replac¬ 
ing four competitive fixtures in each 
location, 

Beard sold Smoke Signals in Ncdrow, 
N.Y., a 5,000-carton-per-week account, a 
whopping 44 feet of RJR fixtures, elimi¬ 
nating Philip Morris' presence in this 
key, high-volume outlet. Beard also sold 
Drive-In Cigarettes in Nedrow 27 feet of 
in line Flex and a 12-foot savings center, 
replacing all competitive units. 

Area Sales Representative S.N. Sheft 
has been teaming up consolidation with 
Flex and spring-load fixture placements. 
He placed 12 feet of savings center fix¬ 
tures in Billy’s Gift Shop in Hogansburg, 
N.Y.. a 3,000-carton-pcr-wcck outlet, 
placed an island configuration at D&L 
Tobacco in Hogansburg, replacing four 



Pete Beard sold Drive-In Cigarettes 39 feet of 
fixtures, replacing all competitive units. 


competing units; and knocked out a total 
of nine competing fixtures at Super Duper 
and Big M in Massena, N.Y., and Super 
Duper in Malone, N.Y, Sheft also replaced 
20 competing savings centers at several 
high-volume accounts on the St. Regis 
Indian Reservation. 

Other consolidation sales success stories 
in the Syracuse area include Area Sales 
Representative C.R. Carletta, who set a 
blistering pace for the RJR merchandis¬ 
ing specialists — and for the competitors 
picking up their fixtures — by implement¬ 
ing eight consolidation conversions in 
one week, 

Area Sales Representative Renee Dus- 
zynski sold consolidation and replaced 
the competition at Big M locations in 
Walton and Otego, N.Y. Area Sales 
Representative Nancy Sokolowskl used 
a triple-threat offense, selling consolida¬ 
tion, Flex and electronic security to out- 
score the competition in the Smith’s 
Markets and Peter's Groceries chains. 

Area Sales Representatives Marilyn 
Halstead and Frank Trombino each 
sold consolidation and eliminated the 
competition at three major independent 
accounts. Area Sales Representative Jim 
landers consolidated Foodland in Ver¬ 
non, N.Y.. and Area Sales Representative 
Bill Mroz converted Big M in Ition, N.Y. 

The sales representatives in the Buffalo 
division also have had their hard work 
and perseverance rewarded, with new 
consolidation fixtures replacing 61 com¬ 
petitive savings centers in independent 
accounts during the first half of the year. 

A Doral Savings Center was only part 
of the sales success story for Area Sales 
Representative M.E. Morris at Dubell’s 
Bells supermarket in Buffalo. Morris 
started by replacing a Philip Morris over¬ 
head with two RJR units, and later sold 
the account on a Flex fixture with elec¬ 
tronic security. A savings center complet¬ 
ed the conversion to RJR merchandising 
at Dubell’s, where sales have more than 
tripled, from 140 to 450 cartons per week, 
and are still increasing. 



Billy’s Gift Shop accepted 12 feet of savings 
center fixtures from S.N. Sheft. 


Morris also consolidated savings centers 
at two Reese Mobil locations in Buffalo, 
gaining a total of 48 RJR rows. He also 
placed RJR savings centers at two Tops 
Market locations, replacing two competi¬ 
tive units in one of the stores. 

Area Sales Representative K.J. Przy- 
byla sold Bell's Market in Buffalo a sav¬ 
ings center as part of a conversion from 
non-self-service merchandising to an RJR 
self-service Flex fixture with electronic 
security. Przybyla also sold the market 
two RJR 8-sided centralized package 
merchandisers. 

Area Sales Representative R.D. Newton 
sold Budwey Bells in North Tonawanda, 
N.Y., a 7-foot Flex with a 3-foot spring¬ 
load section, replacing four competitive 
fixtures and gaining 30 rows for Doral 
and Magna. Sales Representative B.A. 
Davignon sold IGA in Buffalo on a 
5-foot RJR savings center, replacing a 
Philip Morris unit; and Sales Representa¬ 
tive H.S. Levenstein sold Super Duper in 
Lakewood, N.Y., a consolidation fixture, 
gaining 12 rows for Doral and Magna 
and replacing three competitive savings 
centers. 
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VOLUME WINNERS 


McComas wins 
gains with chains 



Before a recent major drag-racing event, T.P. Dierks (left) and J.R. Julian blanketed 
central Ohio with promotional materials. 

Drag race is sales opportunity 


Special brand-sponsored sports 
events create special sales opportunities 
for enterprising and energetic sellers. 
The big national Winston Drag Racing 
championship staged each year near 
Columbus, Ohio, is a good example of 
how a division can make the most of 
such opportunities. 

Area Sales Representative J.R. 
Julian and Sales Representative T.P. 
Dierks worked the race this year. 

They literally “painted" central Ohio 


RJR's traditional position of dynamic 
leadership in both package and carton 
merchandising was enhanced recently in 
three divisions in the Kansas City, Kan., 
region. 

During a recent six-week period, a 
special work plan was implemented in 
the Sioux falls. S.D.; Omaha, Neb.; and 
Fargo, N.D., divisions, focusing on build¬ 
ing package merchandising leadership in 
key target accounts. Capitalizing on the 
extra attention being directed to package 
merchandising in these divisions, Regional 
Manager Dean Garrison added a chal¬ 
lenge of his own: improve RJR’s Doral 


red — Winston red — with impact 
pieces and promotional displays. By 
race weekend, Julian and Dierks had 
placed 215 banners, 19 clocks, 19 
ground-mount signs, 16 pole-mount 
signs, 10 decals, six push/pull beep¬ 
ers, 1,250 promotional sports bags, 
576 free-with-two-pack-purchase 
lighters and four40-paqk displays, for 
total prebook sales of 500 cartons. 
Concession-stand sales at the track 
alone totaled 400 cartons. 


carton merchandising position in the 
three divisions, as well. 

The strategy was to emphasize place¬ 
ment of combination pack/carton end-cap 
units and spring-load package merchan¬ 
disers. Results were impressive. In only 
six weeks, the hard-working Sioux Falls, 
Omaha and Fargo reps placed 169 combi¬ 
nation pack and carton fixtures and 140 
free-standing spring-load package units. 
The new RJR merchandisers replaced 43 
competitive savings centers and 16 com¬ 
petitive package fixtures. Doral carton 
rows were increased by 4,138. 


Doral consolidation savings centers are 
spreading rapidly — and competing fix¬ 
tures are fading fast — in retail chains 
around the Buffalo, N.Y., area, as Buffalo 
Senior Chain Accounts Manager R.L. 
McComas runs up the score for RJR 
merchandising. 

• Victory Markets, a 90-store chain 
with average weekly sales volume of 500 
cartons per store, combined savings 
centers with Flex units in 22 stores. 

• Tops Markets, 54 stores averaging 
weekly sales of 600 cartons, merged sav¬ 
ings centers with Flex at 10 locations. 

• Wegman’s Markets, a 39-store chain 
with average sales of 1,000 cartons per 
week per store, has combined all savings 
brands sales on Flex fixtures. 

• Carl’s Drugs, with 42 stores each 
averaging sales of 700 cartons per week, 
merged savings brands with Flex and 
converted to self-service package mer¬ 
chandising in 12 stores. 

• Fay's Drug, a 150-store chain with 
average weekly sales of 525 cartons per 
store, has 98 RJR savings centers, includ¬ 
ing 58 consolidation units, and has ap¬ 
proved a wrap section with end-cap units 
for all new store sets. 



New package merchandisers were placed in 
Hyvee store in Sioux Falls, S.D. 


RJR widens lead in pack sales 
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VOLUME WINNERS 


Detroit chain is RJR success story 


Sometimes, selling success comes 
slowly. Several sellers in succession may 
chip away at a tough account, building 
trust and confidence, scoring small victo¬ 
ries and making slow but steady progress 
until the final victory is won. Farmer Jack, 
one of the biggest supermarket chains in 
the Detroit area, turned out to be that 
kind of success story for a whole team of 
determined and persistent RJR sellers, 
from division special accounts managers 
to the regional-manager level. 

For many years. Farmer Jack had shown 
little interest in promoting cigarette sales. 
Cigarettes were sold from behind count¬ 
ers, with no brand visibility and few 
brand styles available. 

The first chapter in RJR’s Farmer 
Jack success story was written by M.D. 
Hancz, training and development man¬ 
ager in the West Detroit division. Hancz 
accepted the challenge of winning over 
Farmer Jack when he was special ac¬ 
counts manager in the division. After 
numerous presentations. Hancz's deter¬ 
mination was rewarded when the chain 
accepted its first seven RJR merchandis¬ 
ing units and agreed to increase the num¬ 
ber of brand styles available. 


The competitive cowboy’s carton racks 
have become an endangered species in 
supermarkets in the Cleveland area, 
thanks to the aggressiveness and persist¬ 
ence of the successful sellers in the West 
Cleveland division. 

For example, Area Sales Representative 
Mark Kurd/el recently eliminated one 
of the lust Philip Morris supermarket car¬ 
ton fixtures in his assignment when he 
placed an RJR consolidated spring-load 
end cap at Lodi Market. The unit is coor¬ 
dinated with other fixtures to give RJR a 
dynamic front-end presence in the store. 


West Detroit's current special accounts 
manager, W.J. Smith followed up with 
continued presentations, as he perceived 
a gradual thaw in Farmer Jack’s cigarette¬ 
marketing philosophy. As a recent owner¬ 
ship change for the chain approached, 
Smith pulled out all the stops. He involved 
Detroit Senior Chain Accounts Manager 
T.M. Soltys and Detroit Regional Man¬ 
ager D.F. Knoll in a full-scale coopera¬ 
tive campaign of presentations on the 
sales and promotional earnings potential 
of RJR merchandising for the chain. 

Persistence and cooperation finally 
paid off, as Farmer Jack accepted RJR 
units in 61 of 73 stores. The chain also 
agreed to increase cigarette stock units 
from 63 to 105, including increasing RJR 
units from 16 to 31. 

Farmer Jack wanted the merchandis¬ 
ing makeover completed in just 60 days. 
Teamwork was essential, as sales reps, 
division and regional management and 
merchandising specialists worked 
together to complete the huge task on 
schedule. 

Sales results were immediate. Within 
just a few weeks of installing the new fix¬ 
tures, Farmer Jack’s shipments had tripled. 



Consolidated spring-load end cap was placed 
in Lodi Market by Mark Kurdzel. 



J.A. Wass sold Buchanan's supermarket 
chain in Oklahoma City a combination of 
spring-load package fixtures and consoli¬ 
dated savings center units. 

Wass creates 
fixture for store 

Innovation is a sign of leadership, 
and innovative spring-load package 
fixtures and consolidated cigarette 
savings centers are reinforcing RJR’s 
dynamic position of leadership in 
cigarette merchandising nationwide. 

Special Accounts Manager J.A. 

Wass of the South Oklahoma City di¬ 
vision combined spring-load and con¬ 
solidation concepts and hardware to 
strengthen RJR’s presence in the three- 
store Buchanan’s supermarket chain. 

Wass sold each store a Flex end-cap 
unit incorporating spring-load package 
and consolidated savings center sec¬ 
tions. Nine competitive savings centers 
and one Philip Morris package fixture 
have been removed and RJR savings 
brand inventory has been increased by 
178 cartons per store. 

Wass created a permanent package 
display area for Doral and Magna by 
placing a two-tier continuous counter 
display tray system on the top shelf of 
the savirigs center unit. This merchan¬ 
dising unit has been so successful in 
the Buchanan's chain that the concept 
is now being used throughout the 
South Oklahoma City area. 


Competing units ‘endangered’ 
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PROMOTIONS & APPOINTMENTS 


Barnett named to staff VP post 


A.L. Barnett has been appointed to 
the new position of staff vice president, 
sales development. Barnett will head a 
department responsible for the compa¬ 
ny’s in-store presence, permanent point- 
of-sale, direct account incentive and 
sales communications programs. His 
group also will provide sales support to 
the brand business units recently formed 
in the marketing department. 

Barnett joined the company in 1966 as 
a sales representative in the Atlanta divi¬ 
sion. He was promoted to assistant divi¬ 
sion manager in the Greenville, S.C., 


division in 1969 and to division manager 
in the South Seattle division in 1972 . 
Barnett joined the home office staff in 
1974 as manager, sales merchandising 
and was promoted to national manager, 
sales merchandising in 1975. He became 
metro market development manager in 
marketing in 1976 and in 1978 he re¬ 
joined sales, where he held positions in 
trade relations and sales planning. He 
was promoted to director and group 
director, promotion in 1975 and assumed 
reponsibility for tobacco sales promo¬ 
tion of RJR Sales Co. in 1987. 



A.L. Barnett 


VOLUME WINNERS 


New York reps 
work ‘islands’ 


RJR reps in the New York region have 
been “visiting the islands" recently — 
not vacationing in the Caribbean but 
working hard selling, closer to home. 

On Staten Island, Area Sales Represent¬ 
ative Mike Cobueci of the Brooklyn, N.Y. 
division sold SL.H Smoke Shop — a new 
account in a mall location, with average 
sales of more than 700 cartons per week — 
a 10 1/2-foot Flex unit with a 2 1/2-foot 
savings section and a full RJR shelf plan. 

On Long Island, Area Sales Represent¬ 
ative J.L, Romano used persistence and 
superior presentation technique to sell 
RJR merchandising to the three-store 
Tick-Tock Drug chain in Deer Park, N.Y. 
Sales average more than 800 cartons per 
week at each location. 

Tick-Tock accepted an 11 1/2-foot car¬ 
ton set with a spring-load package-sales 
section, with exclusive point-of-sale 
materials providing a dynamic presence 
for RJR in this key, high-volume chain. 



Mike Cohuccl sold SLH Smoke Shop a new 
Flex unit with a savings section. 


RJR products 
are ‘preferred’ 
in C-stores 

RJR products are enjoying “pre¬ 
ferred” treatment in hundreds of con¬ 
venience stores in the Philadelphia 
market, thanks to the persistence and 
selling skills of Philadelphia Chain 
Accounts Manager Jim Morris. 

Morris has recently sold three of the 
largest Philadelphia-area convenience 
chains on the RJR Preferred Presence 
display program. His accomplishment 
ensures a prominent position for RJR 
brands in the key front-end sales area 
of the market’s leading high-volume, 
package-sales locations. 

Morris placed Preferred Presence 
in all 198 locations of the Turkey Hill 
convenience chain. He also sold the 
program in 150 of the highest-volume 
locations of the A-Plus chain. And 
Atlantic Petroleum approved Preferred 
Presence for 75 of the chain's 140 
locations. 
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PROMOTIONS & APPOINTMENTS 



H.W. Freeman Jr. has 
been appointed group 
manager, distribution 
planning and schedul¬ 
ing in the home office 
traffic and distribution 
department. 

Freeman joined the 
company in 1970 as a sales representative in 
the Houston division. He was promoted to 
division manager in the Austin, Texas, 
division in 1976 and to Houston chain 
accounts manager in 1979. He came to the 
home office in 1985 as manager - mcrchan- 
disdising materials. Freeman was promoted 
to group manager, sales materials manage¬ 
ment in 1988. 



W'.F. Tucker has been 
promoted to group man¬ 
ager, sales materials 
management in the home 
office merchandising 
department. 

Tucker joined the com- 
pany in 1973 as a sales 
representative in the Winston-Salem divi¬ 
sion, where he was promoted to area sales 
representative the following year. He was 
promoted to division manager in the East 
Cleveland division in 1978. In 1980, he 
joined the staff of the North Central sales 
area, and was named POS manager in 
the home office sales materials depart¬ 
ment in 1987. 


S.B. Driskcll has been 
appointed sales training 
and development manager 
in the home office sales 
personnel department. 

Driskell joined thecom- 
pany in 1982 as a sales 
■ Hi representative in the 
Charleston. S.C., division, where he was 
promoted to area sales representative the 
following year. He was promoted to special 
accounts manager in the Tampa, Fla., divi¬ 
sion in 1985 and division manager in the 
South Atlanta division in 1988, 



L,D. Gue has been ap¬ 
pointed training and de¬ 
velopment manager for 
the North Central sales 
area. 

Gue joined the com¬ 
pany in 1979 as a sales 
representative in the 
Columbia, S.C., division, where he was 
promoted to area sales representative the 
following year. He was promoted to assist¬ 
ant division manager in the Winston-Salem 
division in 1982 and to division manager in 
the Salt Lake City division in 1985. Gue 
was promoted to general manager - Hawaii 
in 1986. 



K.B. Moreland has 
been appointed chain ac¬ 
counts manager in the 
new Nashville, Tenn., 
chain division. 

Moreland joined the 
company in 1968 as a 
sales representative in the 
Greenville, S.C., division, where he was 
promoted to area sales representative the 
following year. He was promoted to assist¬ 
ant division manager in the Huntsville, 
Ala., division in 1970 and to division 
manager in the New Orleans division in 
1976. Moreland was promoted to point-of- 
sale development manager in the home 
office promotion department in 1981. 




J.D. Lintzenich has 
been appointed division 
manager in the Dayton, 
Ohio, division. Lintzcn- 
ich was division manager 
in the Richmond, Va., 
division. 



E.N. Maki has been 
promoted to division 
manager in the Milwau¬ 
kee division. Maki was 
special accounts manager 
in that division. 


D.M. Williams has 
been appointed division 
manager in the South 
Atlanta division. Williams 
was area training and de¬ 
velopment manager for 
the North Atlantic sales 
area. 

To assistant division manager: A.A. 
Pontes, Hawaii division; T.E, Tracy, Day¬ 
tona Beach, Fla., division. 

To division military sales manager: DM. 
Puliz, Sacramento, Calif., division; M.C. 
Kennedy, South Seattle division. 

To division special accounts manager: 
P.J. Boeri, Albany, N.Y., division: P.L. 
Brennan, Oakland, Calif., division; P,M. 
Brown, Ft. Lauderdale, Fla., division; 
N.M. Challa, West Houston division; J.S. 
Chong, Hawaii division; F.E. Cook, Flint, 
Mich., division; J.K. Rogers, Fresno, 
Calif., division; P.L. Settle, Huntsville, 
Ala., division. 

To division special resources manager: 
M.J, Arfmann, Atlanta chain division; 
R.A. Fazio, Queens, N.Y., division; A.J. 
St. John, Oakland, Calif., division. 

To division training and development 
manager: D.M. Gall, St. Louis division; 
Clifton Hinson, Huntsville, Ala., division; 
H.J. McLaughlin, Portland, Maine, divi¬ 
sion; M.N. Miller, Flint, Mich., division: 
R.M. Mullen, Central St. Louis division; 
D.G. Ohland. Oakland, Calif., division; 
J.M. Ryan, Fresno, Calif., division; W.E. 
Surman, West Houston division. 

To secretary, field sales: S.N. Inouye, 
Hawaii division. 
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Within each of us lies the 
potential for greatness. 


She might have been hampered by her lonely cliiklhmid. her lack 
of conventional good looks, an alcoholic father or even the repres¬ 
sive standards of a Victorian society. 

Yet, Meaner Roosevelt braved these disappointing circumstances 
to become a distinguished champion of civil rights, social reform 
and education. As the wife of our 32nd president, I ranklin Delano 
Roosevelt, she aided groups traditionally neglected or scorned by 
American society 

Regardless of seemingly insiirmminlable obstacles, Roosevelt 
never quit. 

I.ike Roosevelt, you can achieve greatness too. With foresighl and 
determination, you can realize your maximum potential- regardless 
of tile's setbacks. Keep your sales standards high and work hard. 

I lie reward is well worth the effort. 


/T 


Anna Kleattor Koasevd 
(18M-I%2) 


c 1989 RJR SALES COMPANY 
Anna Eleanor Roosevelt ■ The Bettmano Archive 





"■.• 


SALES d: 1 - . 
MERCHANDISER 

September-October 1989 

Published six limes t year for sales ctnph^ers of R J. »j 
Reynolds Tbbacco Company. ; , ' r '• 

Group Mtntgpr - 

Saks Commgnlcations .John Oknlck 


'A' 

’• i -If; - 


■» > • ..j-’/, 1 

' '■'■IT- iht L-.-V; r...: J;. iW, t' 

r \ ' - . , -v 1 ' • C ! . 

j^- ■ .4 . 1 v. r- 

■:-> ■ -v 


• . ‘V <*+ 1'; 1 

T FIRST CLASS 
’ f/U.S.POSTAGE 

A-- lA? PAID, . 

■ • 

• - ■ - Vft- > -Ary--. 

v - i-'t’vr'i 

> - Vvi 


Editor....Alan WHIR - 

SALES MERCHANDISER nfllces .it located in the 
Reynolds Building. I7U) Floor, Winston-Salem. NC • 

2»KC.Telephone(919)741-7071 . . , '.L - ■ . ", v .; 

eWSbyHJ. «q™ildiTbhircoCo.«ccW»o(Wll NV'^o,' 'JyTl'Vp.. vV , ' 

Inc., Md SO et.i.1 Ufipoituoily BDplorci . * A, St'.. . 


nn*k«; A?yy ; iti 1 ;. >*■ ''iM-,, s . 




■ : - 'l-ivc-. - 


. ■ i » 

■ ->T. J 

- ; o 


' - . ■ .Or C, 


•i- i4d:,w : -'-! * 

' f# < K 


iT* lltiiir/i ri»Ti 


nraii eottss vets rar/s rsrsxsii mi milium 










